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Visitation from the U.S.

= |ncrease overall awareness of Alaska as a travel destination
= Generate at least 650,000 requests for travel information
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ka Vacation Information with the
tate Vacation Planner

Mailed to an estimated 550,000 people who inquire about
Alaska travel, providing trip-planning information and connecting
potential visitors with Alaska businesses
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aska Highway Travel Planner with the
to Alaska Highway Guide

100,000 copies distributed to those who inquire about
driving vacations through western Canada to Alaska
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ests for Travel Information
ted

Regests for Alaska travel information are generated
through a broad range of marketing programs:

Digital Phone, malil,
: emails, Public
Markeg(;g/PPC Relations, and
0 prior year
TravelAlaska.com programs
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Advertising

$6 million in paid television advertising

Alaska’s largest TV advertising campaign to date

Primary purpose: increase awareness of Alaska as a travel destination
Seondary purpose: generate requests for Alaska travel information
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n Advertising

Exposure to Alaska TV ads:
= Generate positive impression about Alaska
= [ncreases visitors to the state’s official travel website, TravelAlaska.com

Alaska ads running on:
— National broadcast television (ABC, NBC, CBS)

— Syndicated programs and on national cable networks (Discovery Channel,
History Channel, Weather Channel, Inside Edition, Jeopardy, and others)

BEYONd YourBreams; GEM
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dvertising

Research shows exposure to Alaska ads drives results:
= 500 U.S. consumers surveyed online each month

= Purpose of research:

— Measure awareness
of Alaska advertising

— Discern level of
interest and
likelihood to travel
to Alaska
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Magazine & Online Advertising
N

National Media Campaign Begins:
= National Magazines: Full-page color ads in 13 national magazines
= Online advertising: Campaign debuted on travel network sites
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From the Coolest State |~ From the Coolest State
e Its FREE!

It's FREE

) Official State Guide

ALASKA.

Bepand Your Dreams, WOthia Your Roach
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edia Campaign

n Alaska Travel News shared Powder Magazine's photo
December 37 &

No matter what kind of winter activity you like, Alaska offers
somaething for everyone! Sae what you could do whan you explore
Alaska in the winter: hitp://bit.ly/1eGQps6, #WinterinAlaska
#TravalAlaska

Fhoto Of The Day: Daron Rahlves at Knik, Alaska. Fhoto by
Adam Clark.
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Personal Invitation from Governor Parnell:
= Direct Mail package sent to more than 1.7 million U.S. consumers

|
7

Sean Parnell
Governor

“I invite you to accept Alaska’s FREE

travel guide and visit us soon.)!

“Alaska is different from

every other destination in
the world. Every day offers
an unforgettable memory:
a mother moose and calf,
glaciers and mountains,
unique Native cultures, our

Russian legacy and gold rush
days. And we have a wide
range of accommodations
and dining to suit every
budget. Please send for your
FREE guide today, while
supplies last.”
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%hc Relations Campaign
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Working with travel journalists:
= Connecting Alaska busineses with key journalists at Alaska Media Road Show
— Event focused on Alaska grown produce and seafood at receptions/meals

— State Parks, Alaska Railroad and Alaska Council on the Arts also
participated
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lations Campaign

Delta Sky Magazine: July 2013

rage natural beauty

10ty S Ways

Highlighted Alaska’s
key selling points including food,
history, family travel, outdoor
adventure, arts and culture

Ad value = $602,518
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Men’s Journal Magazine: July 2013

o. =moEe mm : 5

el GEAR LAS § TRAVEL § NEALTH & FTTHESS § TO00 & BRINK
| susscaiss -

X Gt the Hottest Book s e 'l ‘Sk'
\ From the Coolest State (I oot

NI AFTEOSTD. ADVERTTER = EXPERT ADVICE ——

The Gold Standard Alaska L e : L
Ao STl e Delivered Alaska’s winter

Toxs for the

e = = | R tourism message and
; W . positioned Alaska as

Your Home Office
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Ad Value = $430,750

Chuogach Powder Guide's Kingy & Corm trip, Mount
Chugach, Alsska
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elations Campaign

Korean Air Morning Calm Magazine: July 2013

M A Showcased Alaska’s diverse
MOVING transportation options including
NI()UNTAI\TS highway, small plane, and

railroad travel

B SR

Ad Value = $55,000
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Showcased the adventure of fishing in
Alaska and shared recipes for preparing
Alaska king crab & snow crab
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Travel Trade Events COMMERCE

ALASKA

COMMU Y,
AND ECONOMIC
DEVELOPMENT

One-to-one conversations with Domestic & International Travel Trade:

JATA Travel Showcase, Japan

Brand USA Road Show, China
International Luxury Travel Market, Mexico
World Routes, Nevada

China International Travel Mart, China
Adventure Travel Summit, Namibia

World Travel Market, England

Travel Leaders, Georgia

US Tour Operators Association, Arizona
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tional Markets

Japan Airlines 2013 FAM Trip:

= Travel trade FAM trip, conducted
with United Airlines was designed
to encourage development of
new Alaska tours

= Resulted in two new eight-day
tours beginning March 2014
— “Experience Mysterious Alaska”

— “Enjoy Aurora Viewing in Alaska
at New Moon Night”
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: — ALASKA
International Travel Trade Missions R

COMMUNITY,
AND ECONOMIC

——————— DEVELOPMENT
= Educate and strengthen travel trade partnerships \ S5

= Relationships forged during the mission will result in sales for the 2014 season

= Travel trade training sessions, November 11-20:
— New Zealand: Auklund

— Australia: Sydney,Newcastle,
Melbourne, Cheltenham,
Bentleigh, Mitcham
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onal Consumer Shows

Japan Consumer Travel Fair: October 19-20

= Held at Sun Mall Ichiban-cho, the most
popular shopping street in Sendai;
Organized by Sendai Airport
Internationalization Promotion
Committee and the Japan
Association of Travel Agents (JATA)

= Alaska booth attracted 48,000 consumers

= Brand USA travel trade seminar held on
October 21, providing detailed Alaska
information to key travel agents
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http://www.brandusapavilion.com/

————

International Co-promotions

—

———
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Co-promotion with Icelandair:
= Second year of promotional agreement

= Online advertising designed to
generate sales with the goal of
Increasing number of visitors
from the EU and Scandanavia in 2014

ICELANDAIR

IJSLAND, VS & CANADA
ANCHORAGE IN DEAZO'MER
2 X PER WEEK

ICELANDAIR
IJSLAND, VS & CANADA

ZOMER 2014: 2 x per week naar Anchoraga, Alaska

Bepaend Your Decams Withia Your Poach

ALASKA ICELANDAIR A
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"'New Markets

eveloping Markets: Latin America and India:

= Conducted sales calls and training missions:

— Trained 75 tour operators
and travel agents in Brazil
and Argentina

— Trained 100 tour operators
and travel agents in India

Page = 22

S T

BRASILTURIS %
Jornaj —— o e

Viasos | Sesiciae | Maseads | Colnas | Svaccos | Sreidatas | Viagana | Cazcmas | SrAAReTY | Gaiadsdefeces | S

Alssze promove svenio Se capaciiaglio em 380 Pavko
= o mats o D mzamm L twitamen s faw azester

»TCa3 383 S0 ANl

Tt Sace ez e
arasos portoa comidse
TS 26 8ISl D AT Dok 6 TIZA LR 220

o6 2039734 T H83 TAISGE LB 800 038 OIEL 4 D LaeEs TRae T

D300 30 508 FLAEAIANE LI LD D NINAIIL ST DASAN DIS I(A4MD1 403 3 33478 24 1200 4. 34N 4
LTI 4ETRA (B (AN IS 3 SRS

e
PR 3650308 Dok 20004402

.

D305 0 TS Sna AES (SRR SISCH S8 TUIDE S INSE L RIIM 2 160G A HSre SE24 2u8. 30 805 A 54 1
LS G Bre e 20 2L NS (RIS Heca

Fataaie

FY2014: Mid-year Report




Promoting Winter Travel

Increase the number of winter visitors to Alaska;:

= Air winter TV commercial

= Educate potential travelers about winter activies and attractions
= |nclude winter itineraries in the State Vacation Planner and online

Ay ae

Seyond Your Dreams; Within Your Reach.

-

WinterAlaska.com
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Facebook promotion launched in mid-November:

= Drives consumers to winter itineraries on TravelAlaska.com
= Encourages consumers to sign-up for Alaska travel newsletter

and request a State Vacation Planner

= Provides an opportunity to win a nine-day vacation to Alaska

Nl Alaska Travel News sharec = link,
R 17 minutes 200 @

We're giving away an incredible nine-day Alzska winter vacation! The
trip includes airfare for two, 2 northern lights viswing tour, skiing at
Alyeska Resort, 2 ride on the Alaskz Railrozd, twio nights at Chenz Hot
Springs Resort, and much more! Enter by clicking on ths tab (or the
fink below) calied, "Wintzr in Alaskz" and you could win! Contest ends
Nov, 30!

Winter in Alaska - It's Cool!
w/ooboy,com

" Share this unforgettable Alzsks winter
vazation with your fiends! For each
person who enters the sweepstakes from
Vour share, you <20 g3in one adomions]
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An amazing nine-day experienca that takes you on an
unforgetiable journey in Alaska’s beautiful winter.
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Qf_%ss-promoting Tourism and Seafood

=i Mo el

JATA Travel Showcase 2013: September 12-15
= Largest consumer/trade show in Asia, with 125,989 attendees

= Alaska tourism and Alaska Seafood Marketing Institute
joined forces to increase awareness and interest in:

— Travel to Alaska
— Wild Alaska seafood
— Alaska products
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http://www.brandusapavilion.com/

_ ALASKA
Travel Trade & Media Events ¢ OMMERCE,

COMMUNITY,
AND ECONOMIC
DEVELOPMENT

U.S. Tour Operators Association (USTOA) conference
= Alaska Media Road Show -
World Travel Market : W N
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rating with the Private Sector

Alaska state tourism works with businesses and organizations
around the state to encourage cooperative marketing and to share
information with members and Alaska residents

_ Anchorage Daily News
Af[ac’ ¢)&e’ 4

The Bureau Bulletin [ s e

A pubdication of the Mut-5u € v = Vit Wintnr 20000

Alaska tourism courting Indian, S.
American travelers

The Bureau Bulletin Winter 2013 Page 7

Alaska Media Road Show attracts top travel writers

The Mat-Su CVB met with more than 30 national travel
journalists during Alaska Media Road Show in October in Santa
Barbara, highlighting the Mat-Su Valley's many attractions,
activities and events for large media outlets.

The event, held each October, brings together Alaska partners
and highly regarded national media for two days of appointments.
The event has proven to be very valuable in the past.

“We've had great results from the appointments we've had
at Alaska Media Road Show.” said Casey Ressler, Mat-Su CVB
marketing and communications manager. “We've received
coverage in such outlets as the New York Post, Wall Street Journal
and the Huffington Post, based on those conversations.”

A key to Alaska Media Road Show is developing relationships
with members of the media. Often, there isn't "instant
gratification” in terms of coverage, but long-term relationships are
made that lead to future coverage.

“Last summer, we had a story appear on a leading national
sports Web site, sbnation.com, that was two years in the making”
Ressler said “We talked about the Denali centennial to the writer
three years ago at Road Show, and we kept in touch. In the end, it
was a very good story, but it didn't happen overnight.”

Bonnie Quill and Casey Ressler meet with a travel journalist during ' . . "

hat Sq CVI haa atea hocted seven! verifers e o the Alaska Media Road Show event in late October. The annual event
appointments made at Road Show, including Pam Mandel, who attracts top travel writers from around the country has led to cover- roruet B ye g hases
visited Talkeetna and Matanuska Glacier last fall and produced age of the R{u Su Valley in such publications as the New York Post, o * Ve e

several stories. Wall Street Journal and the Huffington Post.
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ting with Tourism Industry

Met with Alaska tourism industry representatives eight times
to review tourism marketing plans and solicit input:

— International Subcommittee (July 23 / Aug 6 / Aug19 / Dec 16)

— Planning Committee (Aug 14)

— Marketing Committee (Aug 28)

— ATIA Convention in Sitka (Oct 7-9)

— Marketing Retreat (Nov 13-14)

— Travel Trade Subcommittee (Dec 17)
—  Website Subcommittee (Dec 17)

— Advertising Subcommittee (Dec 18)
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